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Introduction

The College of Business and Economics (CBE) at
Longwood University is looking to rebrand itself by
developing new marketing campaigns for its undergraduate
and MBA programs. Before doing so, it was first essential
that thorough research was conducted to, A. Discover what
kinds of marketing tactics had been used by Longwood
University in the past and, B. Find out what other colleges
and universities have been doing in recent years to promote
their business programs.
This initial study will ensure that the CBE does not
replicate any campaigns that have already been created by
Longwood. The second portion of the study will allow us to
look at competing business programs in the United States to
see how they market themselves to their target markets.

Objectives
The first part of this study concerning marketing
campaigns that have been put on by Longwood in the past
will include all advertisements produced by the University
since its opening in 1839. This will be an all-encompassing
collection that even incorporates advertisements that might
be considered offensive in our modern era (ie. gender or
racial issues). The term ‘advertising’ is also meant to include
a much broader assortment of images, brochures, or
pamphlets that might have also been used for marketing
purposes by the University. From this, we will gain a better
understanding of the strategies that Longwood University
has already implemented so that the CBE can better plan for
the future. Any common themes that are present will also be
noted.
Next, advertising materials from other universities’
business programs going back a maximum of 20 years will
be researched in order to see how the CBE should
differentiate itself from its competitors. This will be
especially important so that any recurring ideas or concepts
that seem to be repeated can be seen, especially among more
prominent schools. These are things that the CBE needs to
take into consideration as it moves forward with future
marketing campaigns, so it is better able to differentiate
itself from the competition. From that, we will be able to
decide what it is that makes Longwood University’s business
programs different from other schools’ programs.

Both of these studies will give the College of Business
and Economics the information it needs to rebrand itself.
The CBE will be able to create new promotions that will
stand out from other business programs in the eyes of
Longwood’s target market.

Research

All research conducted for Longwood University’s
advertisements started first on the internet by conducting a
preliminary search to see what kind of information was
available. Upon finding a lack of earlier advertisements from
the 1800s and 1900s, additional research was done using
microfilm made available at the Longwood University and
Hampden Sydney College campus libraries. The majority of
Longwood’s earliest advertisements were placed in
newspapers, so issues of The Farmville Herald and The
Farmville Mercury were examined on microfilm.

Research conducted on advertisements created by other
universities’ business programs was conducted entirely by
using the internet as a resource. Universities closer in
proximity to Longwood were researched first because they
compete most directly with the CBE’s target market. From
there, ads from other universities often appeared in search
results which led to new searches of their own. The country’s
top business schools were researched as well in order to see
what kind of promotional campaigns they put out to attract
so many prospective students.

Conclusions

In more recent years, Longwood has done a lot more to
expand beyond using traditional media for its promotions.
From placing ads on public transportation buses in
Washington D.C. to creating baseball-themed ads for the
Washington Nationals’ stadium, its promotions are evolving.
These promotions have allowed Longwood University to
stand out from other colleges and universities who rely
prominently on print and social media advertising.

Based on research results regarding Longwood’s past
advertising and advertisements from the CBE’s competitors,
it can be concluded that the CBE needs to do more to stand
out from the flyers and brochures other business programs
rely on. The physical advertisements that Longwood
University has placed around Washington D.C. are an
excellent model for campaigns that the CBE should adopt in
the future. The CBE also does not promote its MBA program
as much as the majority of its competitors do. By placing
advertisements around metropolitan areas such as D.C. and
Richmond, the CBE would be able to easily reach working
professionals who are a part of its target market.
For promoting its undergraduate business program, the
CBE needs to focus on its strengths in order to make up for
the name recognition ‘Longwood University’ lacks. This
means focusing on the culture and traditions that make
Longwood such an attractive choice to so many and
emphasize smaller class sizes that provide high levels of
education.

